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EXECUTIVE SUMMARY

The Project work “A Study on Effectiveness of Promotional Loyalty
Programmes Enhancing Retail Footfall and its Impact on Customer Purchase
Pattern”, as required by the Alva’s Institute of Engineering and Technology, PG
Department of Business Administration, Visvesvaraya Technological

University, Belgavi.
Obijectives of the Study:

1. To get an understanding of the retailing business and loyalty programmes in

India’s organised retail outlets.

2. To prove that the SPAR India Limited's loyalty programme in Shivamogga

has impact on high sales.

3. Determine the effect of the promotional programme on footfall and client

purchase habits.

This report is divided in to five chapters. First chapter is about Introduction and
History of Spar Hyper Market. Second Chapter shows Conceptual background
and Literature review of the topic studied. Third chapter is about Research
Design which contains statement of the problem, need for the study, objectives
of the study, scope of the study, Research methodology, Hypotheses and
limitations of the study. Fourth chapter is about Analysis and Interpretation of
the data which is collected by the Loyalty Programmes benefits of the
Questionnaire by using tables. Fifth chapter is about Findings, Conclusion and
Suggestions based on the study. Then it contains Bibliography which is about
the various websites used to collect the Literature Review and Secondary Data
for the Project. Annexure contains the Questionnaire.
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EXECUTIVE SUMMARY

This study is conducted on A STUDY ON CUSTOMER SATISFACTION TOWRDS
HONDA TWO WHEELER WITH REFRENCE TO UDUPI DISTRICT. This project
report provides general information about how customer satisfaction towards honda

two wheeler with reference udupi district.

The study was conducted for the period of 6 weeks. The main objective of this study is

to understand the how much customer satisfied.

In the 1st chapter you will find the details about the industry and company profile of

honda two wheeler Udupi ,vision, mission, and SWOT analysis of the company.

In the chapter 2 you will find details about conceptual background of the study and

literature review.

The 3rd chapter will explain about Statement of the problem, Need for the study,
Objectives, Scope of the study, Research methodology, Hypotheses, Limitations.

In the 4th chapter you will find analysis and graphical representations on the data

collected from the sample population choose from the company.

Chapter 5 is about the findings, suggestions, and conclusion of the project.

In the end bibliography and annexures are attached relating to the project.
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EXECUTIVE SUMMARY

The significance and sustainability of (EVs) in the upcoming future days in the Mangalore
region have been investigated in the paper. The objectives of the study were to understand the
factors influencing EV purchases, identify potential economic benefits, and propose strategies
for promoting their use. Findings reveal that the Mangalore population is well-informed about
EVs, primarily through advertisements and some through governmental and alternative
sources. However, the adoption rate of EVs in the region is currently at a moderate level. To
promote EV adoption, several suggestions have been proposed. These include implementing
government incentives like tax credits and subsidies, reducing initial vehicle costs through
localized production, and developing supportive policies for businesses to transition to electric
vehicle fleets. These initiatives aim to accelerate the adoption of EVs, making them a
sustainable and environmentally friendly choice for transportation in the Mangalore region,

contributing to a cleaner and more sustainable future
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EXECUTIVE SUMMARY

The Project work “Impact and Complexities of Natural Calamities on Home-
stay Industry: A Study related to Kodagu District”, as required by the Alva’s
Institute of Engineering and Technology, PG Department of Business

Administration, Visvesvaraya Technological University, Belagavi.

Objectives of the Study:

1.  To study the establishment and functioning aspects of homestays.

2. To analyse the business of homestays pre and post the natural calamity.
3. Tounderstand the intensity of impact of natural calamity on homestay and
tourism.

This report is divided in to five chapters. First chapter is about Introduction and
History of homestay Industry. Second Chapter shows Conceptual background
and Literature review of the topic studied. Third chapter is about Research
Design which contains statement of the problem, need for the study, objectives
of the study, scope of the study, Research methodology, Hypotheses and
limitations of the study. Fourth chapter is about Analysis and Interpretation of
the data which is collected from the homestay industry through the
Questionnaire by using tables. Fifth chapter is about Findings, Conclusion and
Suggestions based on the study. Then it contains Bibliography which is about
the various websites used to collect the Literature Review and Secondary Data

for the Project. Annexure contains the Questionnaire.
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EXECUTIVE SUMMARY

The Project work “The influence of customer relationship management (CRM) on
sales” with reference to Maruti Suzuki Arena, Bangalore, as required by the Alva’s
Institute of Engineering and Technology, PG Department of Business Administration,

Visvesvaraya Technological University, Belagavi.
Obijectives of the Study:

. To gain insight into how Maruti Suzuki Arena's current CRM system works in the
Bangalore area.

. To evaluate the impacts of customer relationship management on the sales
performance of Maruti Suzuki Arena in the Bangalore region.

. To identify the significant relationship between effective communication strategy and
customer relationship management.

This report is divided in to five chapters. First chapter is about Introduction and
History of Maruti Suzuki Arena. Second Chapter shows Conceptual background and
Literature review of the topic studied. Third chapter is about Research Design which
contains statement of the problem, need for the study, objectives of the study, scope
of the study, Research methodology, Hypotheses and limitations of the study. Fourth
chapter is about Analysis and Interpretation of the data which is collected by the
Loyalty Programmes benefits of the Questionnaire by using tables. Fifth chapter is
about Findings, Conclusion and Suggestions based on the study. Then it contains
Bibliography which is about the various websites used to collect the Literature Review

and Secondary Data or the Project. Annexure contains the Questionnaire.



PROJECT REPORT ON

“ANALYSING THE EFFECT OF MARKETING STRATEGIES ON THE GROWTH
OF TATA COFFEE LIMITED: A COMPARATIVE STUDY OF RURAL AND URBAN
MARKETS CONCERNING KODAGU DISTRICT”

Submitted by
POOJA B.S
4AL21BA056
Submitted to

VISVESVARAYA TECHNOLOGICAL UNIVERSITY, BELGAUM
In partial fulfilment of the requirements for the award of the degree of

MASTER OF BUSINESS ADMINISTRATION

Under the guidance of
INTERNAL GUIDE EXTERNAL GUIDE
Priya Sequeira KU Somaya
Senior Assistant Professor Marketing Head
A
N,
&N i~
e =
<©~F
ALVA'S
Department of MBA

ALVA’S INSTITUTE OF ENGINEERING & TECHNOLOGY
SHOBHAVANA CAMPUS, MIJAR, MOODBIDRI.
MAY 2023



& ALVA'S INSTITUTE OF ENGINEERING & TECHNOLOGY

§§\ ,,& (A Unit of Alva's Education Foundation ®,Moodbidri)
?@; Affiliated to Visvesvaraya Technological University, Belagavi
ALVA’S Approved by AICTE, New Delhi & Recognised by Government of Karnataka

Accredited by NAAC with A+ Grade and NBA (CSE & ECE)

Education Foundation®

Date: 01-09-2023

CERTIFICATE

This is to certify that POOJA B S bearing USN 4AL21BA056 is a bonafide student of Master of
Business Administration course of the Institute in 2021-23, affiliated to Visvesvaraya Technological
University, Belgaum. Project report titled “ANALYSING THE EFFECT OF MARKETING
STRATEGIES ON THE GROWTH OF TATA COFFEE LIMITED: A COMPARITIVE STUDY
OF RURAL AND URBAN MARKETS CONCERNING KODAGU DISTRICT" is prepared by her
under the guidance of Mrs. Priya Sequeira, Senior Assistant Professor, PG Department of Business
Administration in partial fulfillment of the requirements for the award of the degree of Master of

Business Administration of Visvesvaraya Technological University, Belgaum Karnataka.

@ U

Mrs. Priya Sequeira Signatu rgf?%y}iipul
DEAN Aive’s Institute :
LA, 0 Siute of fn :
Dept. of Business Administration Wijar. ROVLziRy o Tuf:no:ogy,

Alva's inatitite & ; : ~ 574 2
> Institute of Engg, & lechnology 225, D Y

MIJAR - 574 225

DARAL0. [ DI L . 3 o8 3 /T
W ON268-2602724 (0), 262725 (1) 8 principalaietOs@gmailcom & ww waiet.org.in



W

TATA

Date 29.08,2023

CERTIFICATE
This is to certify that Ms. POOJA.BS, a student of MBA IV Semester (Reg. No.4AL21BA056),

Alva's Institute of Engineering & Technology Shobhavana Campus, Mijar, Moodbidri, has
successfully completed her training from 13.05.2023 to 27.06.2023 in our organization on the

topic of "Analysing the Impact of Marketing strategies on the growth of TATA Coffee LTD: A

comparative study of Rural and Urban markets." as partial fulfillment of MBA Course as

prescribed by the Visvesvaraya Technology University, Belagaum.

We further certify that her conduct during the training period was satisfactory.

We wish her success in all her future endeavors.

FOR TAT, rFEE LIMITED

fg’_\/.

ANAGER

TATA COFFEE LIMITED

57,RailwayParallelRoad, KumaraParkWest, Bengaluru360020
Tel:918023560695-97,23561976-81Fax: 918023341843

Registered Office:Pollibetta, 571215, Kodagu,Karnataka,
_IndiaCorporate Identity Number (C IN): LO1131 KA 1943
PLC000833Email:investorsWatacoffee.com.chsilc:www.tatacoﬂ‘c



DECLARATION
I Pooja BS, hereby declare that the Project report entitled “Analysing the effect of marketing
strategics on the growth of Tata Coffee Limited: A comparative study of rural and urban
markets concerning Kodagu district” was prepared by me under the guidance of Assistant.
Professor Priya Sequeira, faculty of M.B.A Department, Alva’s Institute of Engineering and
Technology, Mijar, and external assistance by KU Somaya, Marketing manager at Tata Coffee
Limited, Kushalnagara, Kudige.

I also declare that this Project work is towards the partial fulfilment of the university
Regulations for the award of the degree of Master of Business Administration by Visvesvaraya
Technological University, Belgaum.

I have undergone a summer project for Six weeks. I further declare that this Project is based
on the original study undertaken by me and has not been submitted for the award of any

degree/diploma trom any other University / Institution.

m& i

- | /&
PLACE: Mijar SIGNATURE
DATE: 05/09/2023



ACKNOWLEDGEMENT

I am genuinely grateful to my external guide KU Somaya, Marketing Manager at, Tata Coffee
Limited, and my internal project guide Assistant. Professor Priya Sequeira, for their project
guidance, encouragement, and opportunities provided.

I wish to thank all the respondents from the firms who spent their valuable time discussing
with me and giving valuable data by filling up the questionnaire. I deem it a privilege to thank
our Principal, Peter Fernandes, for having given me the opportunity to do the project, which
has been a very valuable learning experience.

My sincere and heartfelt thanks to all my faculties at the Department of MBA, Alva’s Institute
of Engineering and Technology for their valuable support and guidance. Last but not least, I

want to express my deep appreciation to my parents for their unstinted support.



Table of content

SL. No Content Page Number
Executive summary
Chapter-1 INTRODUCTION
Industry profile and Company profile 1-7
Company’s performance 8-13
Competitor’s Information 14-15
SWOT Analysis 16
Future growth and prospects 17
Financial statement 20-22
Chapter-2 CONCEPTUAL BACKGROUND AND
LITERATURE REVIEW
The theoretical background of the study 18- 20
Literature review 23-35
Chapter-3 RESEARCH DESIGN
Statement of the problem & Need for the study 36
Objectives & Scope of the study 37
Research Methodology 38
Hypothesis 39-48
Limitation 48
Chapter-4 ANALYSIS AND INTERPRETATION 49-72
Chapter-5 FINDINGS, CONCLUSION &
RECOMMENDATION
Summary of findings 73-74
Conclusion and suggestion 75-76
Bibliography 77-78
Annexure 79- 82




LIST OF TABLES

SLNO NAME OF THE TABLE PAGE NO.
3.1 Table showing the pricing strategies, changes in marketing 39
strategies, promotional schemes, and accessibility in Urban

areas

3.2 Table showing the pricing strategies, changes in marketing 41
strategies, promotional schemes, and accessibility in Rural
areas

33 Table showing the marketing strategies for creating brand, 43
quality, and target audience that impact sales in Urban areas

34 Table showing the Marketing strategies for creating brand, 45
quality, and target audience that impact sales in Rural areas

3.5 Table showing the most efficient marketing approach for 47
promoting Tata Coffee products in Rural areas

3.6 Table showing the most efficient marketing approach for 48
promoting Tata Coffee products in Urban areas

4.1 Table showing the demographic of survey participants in 49
terms of age.

4.2 Table showing the Gender distribution of the respondents. 50

4.3 Table showing the Educational Qualification of 51
Respondents

4.4 Table showing the Occupation of Respondents 52

4.5 Table showing the Purchase History of Tata Coffee 53
Products.

4.6 Table showing the customer satisfaction with Tata Coffee 54
Purchases.

4.7 Table showing Tata Coftfee's Purchasing Behaviour and 55
Factors Influencing Purchase Decisions.

4.8 Table showing the ways of learning about Tata Coffee and 56

the various sources from which the participants first heard

about TCL.




4.9 Table showing how likely is the pricing strategy of Tata 57
Coffee Limited products in the participants’ opinion

4.10 Table showing the different factors when choosing a 58
coffee brand

4.11 Table showing the Marketing Channels/Platforms for 59
Promoting Coffee Brands

4.12 Table showing how likely the respondents are to be 60
swayed by promotional schemes when choosing a product
or service

4.13 Table showing the policies that affect participants’ 61
selection.

4.14 Table showing how likely you are to purchase Tata Coffee 62
products if they were more accessible in your local stores

4.15 Table showing the most effective strategy for the 63
promotion of the TCL products

4.16 Table showing the effectiveness of Tata Coffee’s 64
marketing strategies in creating brand awareness

4.17 Table showing the opinion of participants on which 65
marketing strategy or scheme dramatically affects the sale
of products

4.18 Table showing the Marketing Focus for Tata Coffee 66
Limited: Rural vs. Urban Markets

4.19 Table showing the effectiveness of Tata Coffee Limited’s 67
Marketing Strategies in Reaching the Target Audience

4.20 Table showing the Factors Influencing the Consideration 68
of'a New Product from Tata Coffee Limited

4.21 Table showing the changes that would like to see in Tata 69
Coftfee Limited’s products or marketing strategies

4.22 Table showing the Likelihood of Switching to a Cheaper 70
Coffee Brand

4.23 - 4.24| Table showing that perceived effectiveness in the quality 71-172

of coffee impacts your decision to choose a specific brand

and the likelihood of recommending Tata Coftee Limited




LIST OF CHARTS

SLNO NAME OF THE CHART PAGE NO.

3.1 Chart showing the pricing strategies, changes in marketing
strategies, promotional schemes, and accessibility in Urban 39
areas

3.2 Chart showing the pricing strategies, changes in marketing
strategies, promotional schemes, and accessibility in Rural 41
areas

33 Chart showing the marketing strategies for creating brand,
quality, and target audience that impact sales in Urban areas 43

3.4 Chart showing the Marketing strategies for creating brand, 45
quality, and target audience that impact sales in Rural areas

3.5 Chart showing the most efficient marketing approach for 47
promoting Tata Coffee products in Rural areas

3.6 Chart showing the most efficient marketing approach for 48
promoting Tata Coffee products in Urban areas

4.1 Chart showing the demographic of survey participants in 49
terms of age.

4.2 Chart showing the Gender distribution of the respondents. 50

4.3 Chart showing the Educational Qualification of 51
Respondents

4.4 Chart showing the Occupation of Respondents 52

4.5 Chart showing the Purchase History of Tata Coffee 53
Products.

4.6 Chart showing the customer satisfaction with Tata Coffee 54
Purchases.

4.7 Chart showing Tata Coffee's Purchasing Behaviour and 55
Factors Influencing Purchase Decisions.

4.8 Chart showing the ways of learning about Tata Coffee and 56
the various sources from which the participants first heard
about TCL.

4.9 Chart showing how likely is the pricing strategy of Tata 57

Coffee Limited products in the participants’ opinion




4.10 Chart showing the different factors when choosing a 58
coffee brand

4.11 Chart showing the Marketing Channels/Platforms for 59
Promoting Coffee Brands

4.12 Chart showing how likely the respondents are to be 60
swayed by promotional schemes when choosing a product
or service

4.13 Chart showing the policies that affect participants’ 61
selection.

4.14 Chart showing how likely you are to purchase Tata Coffee 62
products if they were more accessible in your local stores

4.15 Chart showing the most effective strategy for the 63
promotion of the TCL products

4.16 Chart showing the effectiveness of Tata Coffee’s 64
marketing strategies in creating brand awareness

4.17 Chart showing the opinion of participants on which 65
marketing strategy or scheme dramatically affects the sale
of products

4.18 Chart showing the Marketing Focus for Tata Coffee 66
Limited: Rural vs. Urban Markets

4.19 Chart showing the effectiveness of Tata Coffee Limited’s 67
Marketing Strategies in Reaching the Target Audience

4.20 Chart showing the Factors Influencing the Consideration 68
of a New Product from Tata Coffee Limited

4.21 Chart showing the changes that would like to see in Tata 69
Coffee Limited’s products or marketing strategies

4.22 Chart showing the Likelihood of Switching to a Cheaper 70
Coffee Brand

4.23 - 4.24| Chart showing that perceived effectiveness in the quality 71-72

of coffee impacts your decision to choose a specific brand

and the likelihood of recommending Tata Coffee Limited




EXECUTIVE SUMMARY

This research paper investigates the impact of marketing strategies on the
growth of Tata Coffee Limited in the context of both rural and urban markets
within the Kodagu district. The study aims to comprehend the factors
influencing price, product strategies, promotional schemes, brand reputation,
and ease of availability on sales, identify potential economic advantages, and
propose strategies to enhance Tata Coffee Limited’s market presence in the
region. The research reveals that the market awareness consumers in urban areas
of Kodagu district are better informed about Tata Coffee Limited's products and
marketing strategies than in rural areas. Information dissemination occurs
through advertising channels and occasional governmental initiatives. Despite
market awareness, the paper identifies that the growth of Tata Coffee Limited in
rural and urban markets varies significantly. This divergence is attributed to
differing consumer preferences, purchasing power, and market dynamics. This
research highlights the significance of tailored marketing strategies for the
growth of Tata Coffee Limited in both rural and urban markets within the

Kodagu district.
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Executive Summary

This project report presents an in-depth exploration of customer preferences and
satisfaction levels, focusing specifically on Kumar KIA Motors situated in
Kalaburagi. The report's inception involves an all-encompassing portrayal of the
automotive industry, charting its historical progression and its contemporary
role as a worldwide entity recognized for innovation, technological
advancement, and a wide array of product offerings. Kumar KIA Motors
emerges as a prominent entity within this dynamic landscape, renowned for its
commitment to delivering exceptional quality and inspiring experiences to its
customers. With a clear vision to become an admired and innovative car
manufacturer, the company's mission centres on establishing a leadership
position in the Indian automotive sector through the provision of world-class

vehicles and exceptional customer service.

The research's core findings stem from a customer survey, unveiling a high
degree of advertisement awareness, effective advertising strategies, and
commendable levels of customer satisfaction regarding post-sales services and
product quality. Additionally, customers exhibit contentment with the brand's
image, the proficiency of service personnel, and the efficiency of delivery

processes.

The project culminates in a set of strategically sound suggestions aimed at
elevating the customer experience and augmenting the brand's market presence.
These recommendations include diversifying the product portfolio to
accommodate a broader customer spectrum, enhancing dealership facilities to
foster a more immersive customer journey, optimizing service processes for
seamless experiences, embracing continuous technological innovation,
nurturing proactive customer engagement initiatives, and amplifying the brand's

commitment to sustainability.
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EXECUTIVE SUMMARY

This study is conducted on “A STUDY ON CUSTOMER PERCEPTION
TOWARDS MRF TYRES WITH SPECIAL REFERENCE TO MRF TYRES,
Marathahalli Bangalore”. This project report provides general information about

customer perception towards MRF Tyres.

The study was conducted for the period of 6 weeks. The main objective of this

study is to understand the customer perception about MRF tyres.

In the 1st chapter you will find the details about the industry and company
profile of MRF Tyres, vision, mission, and SWOT analysis of the company. In
the chapter 2 you will find details about conceptual background of the study and
literature review. The 3rd chapter will explain about Statement of 36the
problem, Need for the study, Objectives, Scope of the study, Research
methodology, Hypotheses, Limitations, Chapter scheme. In the 4th chapter you
will find analysis and graphical representations on the data collected from the
sample population choose from the company. Chapter 5 is about the findings,

suggestions, and conclusion of the project.

In the end bibliography and annexures are attached relating to the project.
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EXECUTIVE SUMMARY

This project titled “A study on customer brand perception of Maruti Suzuki with special
reference to Indus motors is submitted in partial fulfilment of the requirement for the award of
Master of Business Administration. The main objective of the study is for understanding the
factors that influence the brand perception among the consumers. For this purpose, the primary
data is collected through the questionnaires, websites, publications and text books. Firstly
conducted project involved a comprehensive analysis of Maruti Suzuki Indus motors,
encompassing its core objectives, services, strengths, weaknesses, opportunities, and threats
through a SWOT analysis. A structured questionnaire was administered to a diverse sample of
Maruti Suzuki customers, capturing quantitative data on their brand perceptions, satisfaction,
and demographics. To enhance brand perception, Maruti Suzuki should invest in product
innovation, eco-friendly initiatives, and personalized customer experiences. Strengthening
communication channels to address customer feedback and concerns is also vital. This research
provides valuable insights into the customer brand perception of Maruti Suzuki. While the
brand enjoys a positive reputation overall, there are areas where improvements can be made to
align the brand image with evolving consumer expectations. By focusing on product quality,
innovation, and customer-centric strategies, Maruti Suzuki can continue to thrive in the
competitive automotive market and ensure a strong and positive brand perception among its

diverse customer base.
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EXECUTIVE SUMMARY

This study focuses on evaluating customer satisfaction regarding the services provided by Bhavani
Argo Eng. Services, an authorized distributor of Swaraj tractor products. The research aims to
understand customers' viewpoints, preferences, and experiences related to various aspects of the
distributor's services. Both product quality and service excellence are essential in all industries,
including the Swaraj tractor sector. They contribute to enhancing economic conditions for
employees, industries, farmers, and the overall country. The primary objective of this project is to
assess customer satisfaction with Swaraj tractor products and services, as well as to gauge brand

awareness of Swaraj tractors in Vijayapura district.

The process of data collection encompassed both primary and secondary methodologies. Primary
data was occupied over observations, personal interviews, and questionnaires. Secondary data was
originated from websites, reference books, and magazines. Using random sampling, a sample size

of 100 respondents was nominated for the market survey conducted within Vijayapura city.

The study demonstrates that customers have primarily drawn to purchasing Swaraj tractors due to
their superior performance, advanced technology, appealing design, competitive pricing, quality,
and strong brand reputation. These tractors are designed to cater to the needs of farmers,
construction businesses, and other applications. Swaraj tractors play a pivotal role in enhancing

the rural economy, contributing positively to the financial well-being of families.
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Executive Summary:

The study titled "Exploring Dealers Satisfaction - A Study with Reference to
JSW Steel's Vijayanagar Plant, Ballari, and Karnataka" is a comprehensive
examination of the satisfaction levels of dealers associated with JSW Steel's
Vijayanagar Plant. This research endeavour is driven by the paramount
importance of dealer satisfaction in the competitive steel industry, where

partnerships with dealers are integral to market success.

The study begins by outlining the background and context of JSW Steel's
Vijayanagar Plant, emphasizing its significance in the steel manufacturing
landscape. The main objective is to analyse and understand the factors
influencing dealer satisfaction within this context.

To achieve this, a mixed-methods approach was employed, combining
surveys, interviews, and data analysis. The research identified key
determinants of dealer satisfaction, including product quality, supply chain
efficiency, communication, and after-sales support. These findings were

corroborated through in-depth interviews with select dealers.

One of the notable findings is that dealers value not only the quality of JSW
Steel's products but also the company's commitment to sustainable and
environmentally responsible practices, which aligns with their own values and

market positioning.

The study concludes by providing actionable recommendations for JSW Steel
to enhance dealer satisfaction, thereby strengthening its dealer network and
market presence. These recommendations include continuous quality
improvement, streamlined communication channels, and dedicated after-sales

support teams



A STUDY ON MARKETING STRATEGIES ADOPTED BY THE FIRM
TO IDENTIFY THE AREAS OF IMPROVEMENT FOR BETTER
CUSTOMER REACH AND INCREASED SALES WITH REFERENCE
TO “UTTAM AGRO INDUSTRIES YEDTHADI”.

Submitted By

UTTAMA

(4AL21BA101)

Submitted To

Visvesvaraya Technological University, Belagavi
In partial fulfilment of the requirements for the award of the degree of
MASTER OF BUSINESS ADMINISTRATION
Under the guidance of

Internal guide External Guide
Mrs Priya Sequeira Mrs Supriya R Kamath
HOD Managing partner

A
é@’..
AT VA’S

Education Foundation™

PG Department of Business Administration

Alva's Institute of Engineering & Technology Shobhavana Campus, Mijar,
Moodbidri, D.K — 574225



)

UTTAM

TO WHOMSOEVER IT MAY CONCERN

(&) UTTAM AGRO INDUSTRIES

MANUFACTURER OF ANIMAL FEEDS

Date: 26.08.2023

This is to certify that Mr. UTTAMA bearing USN: 4AL21BA101, MBA

student of ALVA’S

INSTITUTE OF ENGINEERING AND TECHNOLOGY,

MOODABIDRI has successfully completed his project with reference to UTTAM
AGRO INDUSTRIES, YEDTHADY.

On the topic of “A STUDY ON MARKETING STRATEGIES ADOPTED BY THE
FIRM TO IDENTIFY THE AREAS OF IMPROVEMENT FOR BETTER CUSTOMER
REACH AND INCREASED SALES” from 13/04/2023 to 27/05/2023. During this
tenure, all necessary details were provided from our side of the project.

We wish him all the best for upcoming career.

Thanking you
N
S

Supriya R Kamath
Managing Partner

mojot dems| [ eobos sems

!'m Salee) ) | AAAAAAAA

BROILER FEEDS| LAYER FEEDS

& deat

&

EMU FEEDS

SWINE FEEDS

GOAT FEEDS

[/ MRS
QUAIL FEEDS

RABBIT FEEDS

FISH FEEDS

FACTORY : Door No. 1-222 (A), YADTHADY - 576 210, Udupi Tq. and Dist., Karnataka SALES DEPO: Door No. 4/299, College Road, BARKUR - 576 210
2587448 (O) 2566848 (F),

GST No.: 29AABFU6186G1ZS

Mobile: 98452 27048, 94483 66848
Fax : 0820 - 2585148

Phone: Code : 0820 - 2587248 (O)
E-mail : uttamfeeds@rediffmail.com



ALVA’S INSTITUTE OF ENGINEERING & TECHNOLOGY

\\\\ ,//{_ (A Unit of Alva's Education Foundation ®,Moodbidri)

—
=\J: Affiliated to Visvesvaraya Technological University, Belagavi
ALV A,S Approved by AICTE, New Delhi & Recognised by Government of Karnataka
Accredited by NAAC with A+ Grade and NBA (CSE & ECE)

Date: 01-09-2023

- CERTIFICATE

This is to certify that UTTAMA bearing USN 4AL21BA101 is a bonafide student of Master of
Business Administration course of the Institute in 2021-23, affiliated to Visvesvaraya Technological
University, Belgaum. Project report titled “A STUDY ON MARKETING STRATEGIES ADOPTED
BY THE FIRM TO IDENTIFY THE AREAS OF IMPROVEMENT FOR BETTER CUSTOMER
REACH AND INCREASED SALES WITH REFERENCE TO UTTAM AGRO INDUSTRIES,
YADTHADI" is prepared by him under the guidance of Mrs. Priya Sequeira, Senior Assistant
Professor, PG Department of Business Administration in partial fulfillment of the requirements for the

award of the degree of Master of Business Administration of Visvesvaraya Technological University,

Belgaum Karnataka.

g ‘

Mrs. Priya Sequeira Signatiﬂﬁ; ‘ cipal

five’s Institute of Engg. & Technolog),
fijar. (AOODBIDRI - 574 225, DX

08258-262724 (0), 262725 (P) principalaietos@gmail.com WWwaietorg.in



DECLARATION

[ Uttama, hereby declares that the Project report entitled "A study
on marketing strategies adopted by the firm to identify the areas
of improvement for better customer reach and increased sales
with reference to Uttam Agro Industries yadthadi.” prepared by
me under the guidance of Priya Sequeira, faculty of M.B.A
Department, Alva’s institute of engineering and technology, Mijar
and external assistance by Mrs. Supriya R Kamath managing partner
of Uttam Agro industries yadthadi.

I also declare that this Project work is towards the partial fulfilment
of the university Regulations for the award of degree of Master of
Business Administration by Visvesvaraya Technological University,
Belgaum.

I have undergone a summer project for a period of Six weeks. |
further declare that this Project 1s based on the original study
undertaken by me and has not been submitted for the award of any
degree/diploma from any other University / Institution.

PLACE: Mijar g%a}*‘
DATE: 01/09/2023 SIGNATURE



ACKNOWLEDGEMENT

[ am truly grateful to my external guide Mrs Supriya R Kamath
managing partner of Uttam Agro Industries and my internal project
Guide, Prof Priya Sequeira, for their project guidance,
encouragement, and opportunities provided.

I wish to thank all the respondents who spent their valuable time in
discussing with me and giving valuable data by filling up the
questionnaire. I deem it a privilege to thank our Principal, Peter
Fernandez, for giving me the opportunity to do the project, which
has been a very valuable learning experience.

I extend my genuine and deep appreciation to the entire faculty
members at the MBA Department of Alva’s Institute of Engineering
and Technology for their invaluable assistance and direction last, but
not least, I want to express my deep appreciation to my parents for
their unstinted support



TABLE OF CONTENT

SL. No Content Page Number
Executive summary

Chapter-1 INTRODUCTION 1-7
Industry profile and company profile 1-2
Historical Background 3
Products and Other Facilities 4
SWOT Analysis 5-6
Future growth and prospects 7

Chapter-2 CONCEPTUAL BACKGROUND AND | 8-13
LITERATURE REVIE
Theoretical background of the study 8
Literature review 9-13

Chapter-3 RESEARCH DESIGN 14-20
Statement of the problem 14
Need for the study 14
Objectives 14
Scope of the study 14-15
Research methodology 15
Hypotheses 16-20
Limitation 20

Chapter-4 ANALYSIS AND INTERPRETATION | 21-36

Chapter-5 FINDINGS, CONCLUSION/ 37-43
RECOMMENDATION
Findings 37-39
Suggestion and Recommendation 40-42
Conclusion 43
Bibliography 44-45
Annexure 46-50




LIST OF TABLES

Table Table content Page no
1 Balance sheet 48-50
2 Ratio Analysis -

3 Hypothesis, Observed Frequency 19-23

4.1 Table show the age of respondents 21

4.2 Table shows that gender 22

4.3 Table shows the people using of products 22-23
Table show the people find the effective in promoting the

4.4 products 23-24
Table shows that marketing message clear and

4.5 compelling 24-25
Table shows that quality motivated to purchase the

4.6 products 25-26

4.7 Table shows pricing of the products of products 26-27
Table shows that packaging motivated to purchase the

4.8 products 27-28

4.9 Table shows that product availability 28-29

5.0 Table show the advertisements of the company 29

5.1 Table shows that purchase experience 30

5.2 Table shows that service of the company 30-31
Table show that marketing campaign grabbing customer

53 attention 31-32
Table shows that specific elements for marketing

54 campaign resonant with the customers 32-33

5.5 Table shows recommendation of products to others 33-34
Table show marketing techniques differentiates the

5.6 company from its competitors 34

5.7 Table shows that frequency of our marketing messages 35
Table shows marketing activities priotized to achieve

5.8 company’s long term and short term goals 36




LIST OF GRAPHS

Table Table content Page no
4.1 Graph show the age of respondents 21
4.2 Graph shows that gender 22
4.3 Graph shows the people using of products 22-23
Graph show the people find the effective in promoting

4.4 the products 23-24
Graph shows that marketing message clear and

4.5 compelling 24-25
Graph shows that quality motivated to purchase the

4.6 products 25-26

4.7 Graph shows pricing of the products of products 26-27
Graph shows that packaging motivated to purchase the

4.8 products 27-28

4.9 Graph shows that product availability 28-29

5.0 Graph show the advertisements of the company 29

5.1 Graph shows that purchase experience 30

5.2 Graph shows that service of the company 30-31
Graph show that marketing campaign grabbing customer

5.3 attention 31-32
Graph shows that specific elements for marketing

54 campaign resonant with the customers 32-33

5.5 Graph shows recommendation of products to others 33-34
Graph show marketing techniques differentiates the

5.6 company from its competitors 34

5.7 Graph shows that frequency of our marketing messages 35
Graph shows marketing activities priotized to achieve

5.8 company’s long term and short-term goals 36




Executive summary:

This project titled "A study on marketing strategies adopted by the firm to identify the
areas of improvement for better customer reach and increased sales with reference to
Uttam Agro Industries yadthadi.” is submitted in partial fulfilment of the requirement
for the award of Master of Business Administration. This project report provides the
information about marketing strategies which adopted by the industry. The study was
conducted for the period of 6 weeks. The main objective of this study is to know the
factors and its effect on sales. To analyse the current marketing strategies adopted by
the company and their effectiveness.

This study delves into the marketing strategies employed by Uttam Agro
Industries Yadthadi, a prominent poultry feeds company, to assess areas of enhancement
for improved customer reach and increased sales. The poultry feeds industry is highly
competitive, necessitating continual innovation and adaptation to meet evolving

customer needs and market dynamics.

However, areas for improvement have been identified. Firstly, the study suggests an
increased focus on data-driven marketing strategies to better target specific customer
segments and optimize advertising spending. Secondly, enhancing the firm's online
sales channels could result in more efficient customer acquisition and retention.
Additionally, diversifying product offerings to cater to a broader range of poultry
farmers' needs and exploring partnerships with complementary agricultural businesses

could unlock new revenue streams.

In conclusion, Uttam Agro Industries Yadthadi has made significant strides in its
marketing efforts, but there is still untapped potential for growth and improved
customer reach. Addressing the recommendations provided in this study can empower
the firm to not only maintain its competitive edge but also lead the industry in terms of

customer engagement, satisfaction, and ultimately, increased sales.
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EXECUTIVE SUMMARY

The Project work “Exploring the Impact of Planned Obsolescence Strategies on
Consumer Behavior in the Mobile phone Industry”, as required bythe Alva’s Institute
of Engineering and Technology, PG Department of Business Administration, Visvesvaraya

Technological University, Belgavi.

Obijectives of the Study:

1. The main objective of this study is to explore the idea of planned obsolescence and its
impact on consumers purchasing behavior.

2. Tounderstand consumer attitudes and behaviors related to planned obsolescence in the
mobile industry.

3. To explore the effects of planned obsolescence on consumer satisfaction, loyalty, and
trust in mobile phone brands.

4. To analyze the relationship between age groups and mobile phone replacement
frequency.

5. To examine the impact of warranty expiration on mobile phone problems.

This report is divided in to five chapters. First chapter is about Introduction and Historyof
mobile phone industry in India. Second Chapter shows Conceptual background and
Literature review of the topic studied. Third chapter is about Research Design which
contains statement of the problem, need for the study, objectives of the study, scope of the
study,Research methodology, Hypotheses and limitations of the study. Fourth chapter is
aboutAnalysis and Interpretation of the data which is collected by the Loyalty Programs
benefits of the Questionnaire by using tables. Fifth chapter is about Findings, Conclusion
and Suggestions based on the study. Then it contains Bibliography which isabout the
various websites used to collect the Literature Review and Secondary Data for the Project.

Annexure contains the Questionnaire.
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EXICUTIVE SUMMERY

Project is an exchange of knowledge and experience exchange between the students as
well as the organization. The project helps students from deciding whether they want to
stay in their current job path or change it. A project is a commitment to working for an
organization for a set, limited period of time.

The project also aids in the creation of a network of contacts, the collecting of reference
letters that may be included on a resume, and the addition of particular knowledge to a
resume. Projects are commonly utilized as a technique to build capabilities while learning
in a working background by applying theory in practice. We get to learn about various
positions and duties that can be useful in the future while working on a project with an
organization. As a result, this helps the interns to fulfil their responsibilities when still in

graduation.

The fourth semester project, which lasted for six weeks, helped us to gain knowledge and

experience about the corporate world.

The topic mentioned earlier enables us for understanding essential component of every
organization and its importance of knowing how it affects customers. The introduction to
the project is covered in the first chapter of this study. The first chapter is an overview of
the industry, followed by a chapter on the company, which includes a background on the
company's SWOT analysis and other general information about the company. The third
chapter is based on an examination of the literature, followed by a chapter on the
theoretical background, followed by a chapter on data analysis and the interpretation of
respondents' collected data, and the final chapter provides information on the summary
of findings and any necessary recommendations. An essential component of the VTU
MBA curriculum is the project work Provide exposure to and knowledge about this

industry.
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Executive Summary

This research study investigates the correlation between marketing strategies
employed by Maruti True Value and their subsequent impact on sales performance.
Maruti True Value, a prominent player in the used car market, faces intense
competition and dynamic consumer preferences, making effective marketing strategies

crucial for sustained growth and profitability.

The study adopts a comprehensive approach, encompassing both quantitative and
qualitative research methods to analyse the multifaceted aspects of marketing
strategies and their influence on Maruti True Value's sales. Successful market
positioning and branding strategies, such as emphasizing trust, reliability, and quality
assurance, have contributed significantly to Maruti True Value's sales growth.

Customers perceive the brand as a trustworthy source for buying used cars.

Leveraging digital marketing channels has expanded Maruti True Value's reach and
engagement with a tech-savvy audience. An effective online presence has led to
increased customer inquiries and conversions. The establishment of robust CRM
systems has improved customer retention rates and word-of-mouth referrals.

Personalized services and follow-ups have bolstered customer loyalty.

This research underscores the critical connection between strategic marketing
initiatives and sales performance in the used car market. Maruti True Value's ability to
adapt to changing market dynamics, employ effective digital strategies, maintain a
strong brand image, and prioritize customer relationships has proven instrumental in

driving sales growth.

As the automotive industry continues to evolve, this study provides valuable insights
for Maruti True Value and other market players seeking to optimize their marketing
strategies to achieve sustained success in the highly competitive used car segment.
Further research could explore the long-term impacts of specific marketing campaigns

and delve deeper into customer segmentation for even more targeted marketing efforts.
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EXECUTIVE SUMMARY

The Project work “A study on the relationship between customers post purchase satisfaction
and perception towards Royal Enfield bikes with special reference to Bangalore District”, as
required by the Alva’s Institute of Engineering and Technology, PG Department of Business

Administration, Visvesvaraya Technological University, Belgavi.
Objectives of the Study:

To assess the degree of satisfaction among Royal Enfield customers concerning aspects like
Price, Riding experience, Speed limits, Maintenance, and Fuel consumption.
To gain insight into the shifting perceptions of customers regarding Royal Enfield.

To uncover the extent of preference for both contemporary and classic Royal Enfield models.

This report is divided in to five chapters. First chapter is about Introduction and History of
Kwality Mobikes Pvt Ltd. Second Chapter shows Conceptual background and Literature
review of the topic studied. Third chapter is about Research Design which contains statement
of the problem, need for the study, objectives of the study, scope of the study, Research
methodology, Hypotheses and limitations of the study. Fourth chapter is about Analysis and
Interpretation of the data which is collected to understand the satisfaction level on Royal
Enfield Bikes by the Questionnaire by using tables. Fifth chapter is about Findings, Conclusion
and Suggestions based on the study. Then it contains Bibliography which is about the various
websites used to collect the Literature Review and Secondary Data for the Project. Annexure

contains the Questionnaire.
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EXECUTIVE SUMMARY

The Project work ‘A Study on the Consumer Perception With Reference To
SHREY LAB SOLUTIONS-HUBALLI” required by the Alva’s Institute of
Engineering & Technology, PG Department of Business Administration,
Visvesvaraya Technological University, and Belagavi.

Objectives of the study:

. Examine if there is a substantial difference in customers' perception of Shrey
Lab Solutions' service quality based on their awareness with the company's
products.

. Assess whether there is a relationship between customers' perception of Shrey
Lab Solutions' communication effectiveness and their perception of employee
knowledge.

This report is divided into five chapters. The first chapter is about the Introduction
and history of biofertilizer. The second chapter shows the Conceptual background
and Literature review of the topic studied. The third chapter is about Research
design which contains a statement of the problem, need for the study, objectives,
scope of the study, research methodology, hypotheses, and limitations of the study.
The fourth chapter is about the analysis and interpretation of the data which is
collected from shrey lab solutions customers through questionnaires using tables.
The fifth chapter is about findings, conclusions, and suggestions based on the study.
Then it contains a bibliography which is about the various websites used to collect
the literature reviews and secondary data for the project. Annexure contains the

questionnaire.
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EXECUTIVE SUMMARY

This report delves into the profile and analysis of NEO CON, a prominent player
in the bottled water industry in India.. The bottled water industry in India has
witnessed rapid growth, driven by health concerns and a growing population.
NEO CON, established in June 2012, has successfully navigated this

competitive landscape.

The company's strengths include a dedicated workforce and high demand for its
mineral water bottles. However, there are weaknesses such as limited
distribution network and product portfolio. Opportunities lie in the increasing
importance of safe water and the potential to expand both product offerings and
distribution networks. Threats include competition from existing and new

players, fluctuating costs, and regulatory changes.

NEO CON's vision is to provide safe water to its customers, achieved through
innovative research and development. The company offers various bottle sizes
and provides services like home delivery, earning positive ratings. Its strategic

location near national roads aids efficient distribution.

This project is divided into five chapters, each of which covers a distinct area of
the company. The initial chapter introduces the industry and company context,
highlighting key aspects like company leadership, vision, and offerings. It
outlines operational areas, infrastructure, competitors, and potential growth,
supported by a SWOT analysis. This chapter sets the stage for understanding the

company's position and future possibilities.

In the second chapter, we delved into the theory that supports our study and
explored existing research on the topic. We reviewed at least 20 different studies
to understand what's already known and identify gaps in the research. This
helped us see where our study fits in and what questions still need answers. By
looking at a wide range of literature, we gained insights that guided our research

and highlighted areas that haven't been explored thoroughly.

In the third part, we defined the main problem, reasons for conducting the study,

and set clear goals. We also outlined what our study covers, how we'll conduct



it, and the assumptions we're testing. While exploring the topic's boundaries, we

acknowledged potential constraints that might affect the study's outcome.

In the fourth chapter, we thoroughly studied the gathered data and used helpful
tables and graphs to explain it better. These visuals made it easier to understand
important trends and connections in the information. By looking closely at the
data, we could figure out the main points we were investigating. These graphs
and tables also helped us explain our findings more clearly and made it simpler
to make important decisions based on the results.

In the fifth chapter, we summarized our discoveries, drew conclusions, and
provided valuable suggestions and recommendations. This chapter serves as a

condensed guide for implementing insights gained from the study.
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EXECUTIVE SUMMARY

The project report on “A STUDY ON EFFECTIVE MARKETING STRATERGY AND
ITS IMPACT ON CUSTOMER SATISFACTION WITH REFERENCE TO
JODO.PVT.LTD” is submitted in fractional implementation of the requirements for the
award of Master of Business Administration (MBA). This project includes industry profile,
company profile, statement of the problem, objectives of the project, methodology, analysis

and interpretation, findings, suggestion and conclusion.

Marketing strategy and customer satisfaction is an important aspect of company and
management. The increasing research in this field and deliberate study on the subject
contributed to its conceptualization and meaning which helped to develop a comprehensive

outlook of customer satisfaction as an important concept in management.

The study gives the opportunity to identify the present customer satisfaction and how to
improve the relationship with customers, look into the factors affecting marketing strategy.

This report is divided into five chapters. First chapter is about introduction, industry profile
and company profile in which internship has done. Second chapter shows conceptual
background and literature review of the topic studied. Third chapter is about research design
which contains statement of the problem, need for the study, objectives, scope of the study,
research methodology, hypothesis and limitations of the study. Fourth chapter is about
analysis and interpretation of the data which is collected by the people through the
questionnaire by using tables and graphs. Fifth chapter is about findings, conclusion and

suggestions based on the study.

To collect the data for the study, primary data is gathered through circulating questionnaire to
88 random JODO Customers of the organization and secondary data is collected through
company websites and internet and books.

Then it contains bibliography which is about the various journals | have studied and the

questionnaire.
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EXECUTIVE SUMMARY

The Project work on consumer perceptions and willingness to adopt plant-based
meat alternatives in the context of sustainable and ethical food choices with respect
to Dakshina Kannada region, in partial fulfillment of the requirements for the
award of the degree of Master of Business Administration of Visvesvaraya

Technological University, Belagavi Karnataka.

Firstly, the study uncovered a limited awareness of plant-based meat alternatives
among Dakshina Kannada consumers. Many respondents were unfamiliar with

these products, indicating a substantial knowledge gap in the region.

However, when introduced to the concept, a significant portion of participants
expressed interest due to perceived sustainability benefits. Concerns about the
environmental impact of traditional meat production motivated consumers to
consider plant-based options. Additionally, ethical considerations, particularly
related to animal welfare, emerged as a compelling factor influencing food
choices. Participants expressed a willingness to support ethical and cruelty-free

alternatives.

Despite these positive inclinations towards sustainability and ethics, taste
preferences and cultural factors were identified as barriers to adoption. Some
respondents remained hesitant to transition to plant-based alternatives, citing
concerns about flavor and their attachment to traditional meat-based dishes deeply

rooted in the local culture.

Consequently, this study highlights the need for comprehensive educational
initiatives to bridge the awareness gap and promote sustainable and ethical food
choices, ultimately fostering a more environmentally conscious and ethically

driven food culture in Dakshina Kannada.
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EXECUTIVE SUMMERY

Project is an exchange of knowledge and experience exchange between the students as well
as the organization. The project helps students from deciding whether they want to stay in
their current job path or change it. A project is a commitment to working for an organization

for a set, limited period of time.

The project also aids in the creation of a network of contacts, the collecting of reference
letters that may be included on a resume, and the addition of particular knowledge to a
resume. Projects are commonly utilized as a technique to build capabilities while learning in
a working background by applying theory in practice. We get to learn about various positions
and duties that can be useful in the future while working on a project with an organization. As

a result, this helps the interns to fulfil their responsibilities when still in graduation.

The fourth semester project, which lasted for six weeks, helped us to gain knowledge and

experience about the corporate world.

The topic mentioned earlier enables us for understanding essential component of every
organization and its importance of knowing how it affects customers. The introduction to the
project is covered in the first chapter of this study. The first chapter is an overview of the
industry, followed by a chapter on the company, which includes a background on the
company's SWOT analysis and other general information about the company. The third
chapter is based on an examination of the literature, followed by a chapter on the theoretical
background, followed by a chapter on data analysis and the interpretation of respondents'’
collected data, and the final chapter provides information on the summary of findings and any
necessary recommendations. An essential component of the VTU MBA curriculum is the

project work Provide exposure to and knowledge about this industry.
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EXECUTIVE SUMMARY

This study is conducted on” EFFECTIVE BRAND BUILDING STRATEGY FOR
BANKING INDUSTRY THROGH ONLINE MARKETING WITH SPECIAL
REFERENCE TO CANARA BANK”. This project report provides the information
about brand building strategy implemented by bank.

The study was conducted for the period of 6 weeks. The main objective of this study
is to understand strategy implemented by bank through online.

In the 1% chapter you will find the details about the industry and company profile of
CANARA BANK YEDAPADAVU, vision, mission and SWOT analysis.

In the chapter 2 you will find details about conceptual background of the study and
literature review.

The 3" chapter will explain about Statement of the problem, Need for the study,
Obijectives, Scope of the study, Research methodology, Hypotheses, Limitations.

In the 4" chapter you will find analysis and graphical representations on the data
collected from the sample population choose from the bank.

The chapter 5 is about the findings, suggestions and conclusion of the project.

In the end bibliography and annexure are attached relating to the project.
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EXECUTIVE SUMMARY

The Project work ‘A Study on the impact of Branding & Advertising Strategies
on new customer Acquisition and brand loyalty with reference to Kotak
Mahindra bank’ as required by the Alva’s Institute of Engineering &
Technology, PG Department of Business Administration, Visvesvaraya

Technological University, Belagavi.
Objectives of the study:

e To study the influence of advertising strategy on new consumer acquisition.

e To study the advertising strategies and brand loyalty.

This report is divided into five chapters. The first chapter is about the
Introduction and history of Kotak mahindra bank. The second chapter shows the
Conceptual background and Literature review of the topic studied. The third
chapter is about Research design which contains a statement of the problem,
need for the study, objectives, scope of the study, research methodology,
hypotheses, and limitations of the study. The fourth chapter is about the analysis
and interpretation of the data which is collected from Kotak Mahindra bank
customers through questionnaires using tables. The fifth chapter is about
findings, conclusions, and suggestions based on the study. Then it contains a
bibliography which is about the various websites used to collect the literature

reviews and secondary data for the project. Annexure contains the questionnaire.
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EXECUTIVE SUMMARY

The Project work “A study on quality of service and customer satisfaction with
reference to Okinawa two wheelers”, as required by the Alva’s Institute of
Engineering & Technology, PG Department of Business Administration,

Visvesvaraya Technological University, Belagavi.

Objectives of the study:

e To realize the relationship between the cost, speed, riding range, battery life,

maintenance cost, after sales support, reliability, running cost and customer
satisfaction to the Okinawa Electric bike.

e To study about the factors which are influencing the customer satisfaction

towards Okinawa Electric bike

This report is divided into five chapters. The first chapter is about the
Introduction and company Profile of Okinawa Autotech. The second chapter
shows the Conceptual background and Literature review of the topic studied.
The third chapter is about Research design which contains a statement of the
problem, need for the study, objectives, scope of the study, research
methodology, hypotheses, and limitations of the study. The fourth chapter is
about the analysis and interpretation of the data which is collected from
Okinawa electric vehicle users through questionnaires using tables. The fifth
chapter is about findings, conclusions, and suggestions based on the study. Then
it contains a bibliography which is about the various websites used to collect the
literature reviews and secondary data for the project. Annexure contains the

questionnaire.
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EXECUTIVE SUMMERY

The main purpose of the study conducted to analyze consumer perception towards sandal
soap manufactured by KSDL , focusing on the town of Channarayapatna and Hassan
.The study aimed to gain insights into consumer perception , attitudes , and behaviours
regarding sandal soap products , identifying key factors influencing their perception and

purchase decision.

This report shows clear picture of the company and consumer perception towards Mysore
sandal soap. This executive summary is short detailed information of establishment of
soap industry, how the soap industry plays a major role in india and top one sandalwood
soap industries in India. And next coming to chapter one company profile of KSDL which
includes history of the selected company how it got started , regarding organization
profile of the company , what are its vision , mission ,quality policies , product profile,
promoters ,financial statement of the company. Coming to second chapter it includes
theocratical background of the study , Literature review about the consumer perceptions,
information collected through the secondary data .In Third chapter research design it
includes the statement of the problem, need for the study, objectives, hypothesis,
limitation of the study and sample size of population is 120.In fourth chapter it includes
collection of data through questionnaires and its analysis ,interpretation. Fifth chapter
includes findings of the study highlighted the significance of consumer perception ,

suggestions and conclusion drawn from the study.
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EXECUTIVE SUMMARY

This study is conducted on” CONSUMER PERCEPTION WITH REFERENCE
TO BATA OUTLET?”. This project report provides the general information about
rewards provided by KARKALA, UDUPI DISTRICT.

The study was conducted for the period of 6 weeks. The main objective of this study is

to understand the reward system and its impact on employee motivation.

In the 1% chapter you will find the details about the industry and company profile of

Bata Karala, vision, mission, and SWOT analysis of the company.

In the chapter 2 you will find details about conceptual background of the study and

literature review.

The 3™ chapter will explain about Statement of the problem, Need for the study,
Objectives, Scope of the study, Research methodology, Hypotheses, Limitations,

Chapter scheme.

In the 4™ chapter you will find analysis and graphical representations on the data

collected from the sample population choose from the company.
The chapter 5 is about the findings, suggestions, and conclusion of the project.

In the end bibliography and annexures are attached relating to the project.
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